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Ad-induced affect: The effects of forewarning, affect intensity,
and prior brand attitude
Sang Yeal Lee*
P.I. Reed School of Journalism, West Virginia University, 304 Martin Hall, Morgantown,
WV 26506, USA
Emotion in marketing communication is important because it influences the manner
consumers process information. Using emotional appeal ads, a between-subjects
experiment was conducted to examine the role of forewarning of persuasive intent,
affect intensity, and prior attitude. Results indicate that forewarning of persuasive
intent of the advertiser had negative attitudinal effects on the dependent variables
regardless of experimental conditions. Forewarning of persuasive intent had negative
attitudinal effects even among participants who had positive attitudes toward the
company, and those who had high affect intensity. Results also indicate that
participants who already had negative attitudes toward the brand were not influenced
by ad-induced affect.
Keywords: affect; emotion; forewarning; prior attitude
Introduction
Use of emotion is a popular strategy to deliver persuasive messages to consumers.
Emotional reactions to persuasive messages are important in the marketing
communication context because emotional feelings can occur quickly and influence the
manner information is processed. Research has shown that emotional feelings induced by
ads influence consumers’ evaluations to the brand (Edell and Burke 1987), increase their
attention to the content of the ad (Olney, Holbrook, and Batra 1991), and influence brand
attitudes (Aaker et al. 1986).
Research has shown that affect (i.e. a feeling or emotion as distinguished from
cognition, thought, or action) can be a powerful factor changing consumers’ attitudes in
persuasive communication (Dolores and Tarcan 2003). Affect has been shown to motivate
information processing and may be linked to the extent of deliberative efforts
(Peters, Lipkus, and Diefenbach 2006). Some researchers further suggest that affect
formed during the processing of a persuasive message can become information by
informing us about others, and our judgment can be made based on affect we feel about an
object (Schwarz and Clore 1983). This ‘affect as information’ is based on an observation
that people often base their evaluation of an object on the affective reactions they are
experiencing at the time of evaluation (Schwarz and Clore 1983). Consequently, people
might evaluate an object more favourably when they are feeling happy rather than when
they are not. In other words, the feelings that they are experiencing are used as information
in evaluating the object. Pham (1998), for example, showed that people used their
affective feelings as a direct basis for evaluating a product when they were told to make
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a judgment to which affective reactions were relevant. When participants were asked to
use utilitarian information, however, the affect they experienced had no impact on their
judgments.
In the context of advertising, however, affective reactions can also be moderated by
other critical variables to influence the effectiveness of the message. For example,
affective feelings may quickly change once people know the intent of the advertiser who
wants to change their attitudes. Individuals may also react differently toward the
emotional stimuli, depending upon their level of attitudes toward the brand. For example,
if the consumer dislikes the brand, the affective feelings induced by an ad may not lead to
higher advertising effectiveness. Individuals’ affective intensity is also known to influence
message effectiveness (Geuens and de Pelsmacker 1999), such that individuals with high
affective intensity tend to be more responsive toward the emotional ads. This research
examines the role of ad-induced affect and how it interacts with intent of the advertiser,
prior attitude toward the brand, and affect intensity. More specifically, the objective of the
current study is to understand the effects of ad-induced affect when the intent of the
advertiser is known among individuals who have different levels of brand attitudes and
affect intensity.
Theoretical background and hypotheses
Forewarning of persuasive intent
Research in persuasion provides ample evidence that knowing the intent of a persuasive
message can influence individuals’ processing of the information (McGuire 1961, 1962;
McGuire and Papageorgis 1961, 1962; Petty and Cacioppo 1977, 1979; Chen et al. 1992).
It is a robust finding that the persuasive intent of the message sender can directly influence
information processing of the receiver. For example, research has shown that forewarning
of persuasive intent can lead to resistance to persuasive messages (McGuire and
Papageorgis 1962; Petty and Cacioppo 1977, 1979; Chen et al. 1992). Papageorgis (1968)
demonstrated that forewarning of the incoming message that is different from the
individuals’ belief can bolster individuals’ existing belief, possibly by generating and
rehearsing counterarguments. These anticipatory cognitive responses (e.g. counter-
arguments) tend to lead to resistance to the subsequent persuasion attempt (Petty and
Cacioppo 1977). Thus, persuasion research generally suggests that individuals’
information processing can differ if the persuasive intent of the message sender is
known to message receivers.
The role of persuasive intent is particularly important in marketing communication
because communication efforts must often be made in a situation where the persuasive
intent of the company is clear to consumers. For example, a company may launch an
advertising campaign designed to counter negative attitudes that have been formed due to
a product recall. In this case, consumers who were informed about the product recall likely
know the intent of the advertiser. In such a case, the impact of the advertising campaign
can significantly decrease because, as prior research suggests (Petty and Cacioppo 1977),
knowing the persuasive intent of the message sender can serve as a cue to develop
counterarguments during the message processing. Thus, the following hypotheses are
developed:
H1: Individuals will have significantly lower (a) ad attitude, (b) brand attitude, and
(c) perceived persuasiveness when persuasive intent is forewarned (vs not
forewarned).
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Affect intensity and forewarning of persuasive intent
Emotion plays an important role in the process of resistance or acceptance to persuasion
(Pfau et al. 2001) by directly influencing people’s information processing. Research has
shown that affective responses from persuasive messages play a greater role than cognitive
responses in forming attitudes (Bower 1981; Moore, Harris, and Chen 1994; Geuens and
de Pelsmacker 1999; Kim and Morris 2007). Bower (1981), for example, suggests that the
affect toward an object can be conceived as having a specific node in memory, connected
with other aspects of the emotion via an associative network. This specific affect can then
be activated when the individual is faced with the relevant stimulus, which in turn can
influence the manner people process the information.
However, individuals’ level of affect intensity (AI) can be different. AI can be defined
as ‘stable individual differences in the strength with which individuals experience their
emotions’ (Larsen and Diener 1987). Some individuals are more affective or emotional
than others by nature. Research suggests that individual differences in the level of affect
intensity influence the affective as well as cognitive responses to emotional stimuli
(Moore et al. 1994; Geuens and de Pelsmacker 1999). For example, people with high AI
tend to show more positive feelings and cognitions toward emotional messages. Geuens
and de Pelsmacker (1999) showed that people with high AI paid more attention and
reported higher attitudes toward the emotional messages than those with lower AI.
Research also indicated that high AI individuals react more negatively toward the negative
emotional messages than low AI individuals (Moore et al. 1994).
Individuals with different AI levels may react to emotionally persuasive messages
differently, depending upon whether the persuasive intent is known before or during the
processing of messages. For example, it is likely that high AI individuals will display
higher resistance to persuasion and view the emotional message more negatively and
less persuasively when the persuasive intent is forewarned. This is because individuals
are likely to know that the advertiser is purposely using emotion to achieve certain goals.
On the contrary, high AI individuals without forewarning will display higher levels of
affective feelings and evaluate the emotional message more positively, as prior research
reports (Bower 1981; Moore et al. 1994; Kim and Morris 2007). Among low AI
individuals, however, any significant positive or negative responses are not likely to
emerge since their affective responses to the emotional message are expected to be low.
As a result, the impact of ad-induced affect will be low among low AI individuals. Based
on the foregoing discussion, the following interaction hypotheses are proposed:
H2: When persuasive intent is forewarned (vs not forewarned), high AI individuals are
expected to have lower (a) ad attitude, (b) brand attitude, and (c) perceived
persuasiveness, whereas no such differences are expected for low AI individuals.
Research has shown that individuals can form both positive and negative attitudes
simultaneously when processing persuasive messages (Kaplan 1972; Ahluwalia,
Burnkrant, and Unnava 2000). Attitudes that have both positive and negative
(‘ambivalent’) components can be used to assess the individuals’ reactions toward a
stimulus (Kaplan 1972). Prior research (Ahluwalia et al. 2000) suggests that attitude
change pertaining to negative information can be better assessed through attitudinal
ambivalence measures instead of the standard attitudinal valence measures. Attitudinal
ambivalence is important in persuasive communication because higher levels of
ambivalence tend to be positively associated with weaker attitude–behaviour
Journal of Marketing Communications 227
D
o
w
n
lo
ad
ed
 B
y:
 [
Le
e,
 S
an
g]
 A
t:
 1
9:
27
 3
0 
Ju
ly
 2
01
0
relationships and greater attitudinal pliability (see Crano and Prislin 2006, for discussion
of attitudinal ambivalence).
Attitudinal ambivalence can be influenced by forewarning of persuasive intent among
AI individuals. Specifically, while high AI individuals react positively toward an
emotional message, they will also respond negatively if the persuasive intent is known,
compared to when such intent is not known. On the other hand, those with low AI are
likely to respond to an emotional message more calmly or less emotionally and, therefore,
low AI individuals will experience less fluctuation in terms of the attitudinal evaluations
toward the emotional message. Thus, the following ambivalence hypothesis is proposed:
H3: When persuasive intent is forewarned (vs not forewarned), high AI individuals are
expected to have significantly more ambivalent attitudes, whereas no such
differences in attitudinal ambivalence are expected for low AI individuals.
Prior brand attitude and forewarning of persuasive intent
Research suggests that existing attitudes can directly influence the processing of a persuasive
message (Chattopadhyay and Basu 1990). For example, consumers are likely to be more
receptive to and less critical of the persuasive message for a brand for which they have positive
attitudes. It is also likely that the level of resistance to persuasion can be low when consumers
have positive attitudes toward a brand. This is perhaps because the persuasive message is
consistent with the message recipient’s existing brand attitudes. Conversely, when the
individual’s existing brand attitudes are negative, the persuasive message is inconsistent with
the existing attitudes and, thus, the individual is more likely to generate counterarguments
against the persuasive message. Accordingly, the resultant evaluations will be negative.
Although individuals who have positive attitudes toward a brand are expected to be
receptive to the persuasive message from that brand, forewarning of persuasive message
can still influence their information processing. Research suggests that a simple
forewarning of the persuasive intent of a message sender tends to increase resistance to
persuasion, irrespective of the level of discrepancy of message (Campbell 1995). Thus,
even those individuals who have positive attitudes are likely to display lower message
effectiveness when the persuasive intent is forewarned than when such intent is not
forewarned. On the contrary, forewarning of persuasive intent is not likely to make
significant differences among individuals who have negative attitudes toward the brand.
This is because, whether the persuasive intent is forewarned or not, they will generate
counterarguments when processing the persuasive message inconsistent with their
attitudes. Based on the preceding discussion, the following hypotheses are proposed:
H4: Persuasive intent will interact with prior attitude such that individuals who have
positive attitudes toward the target brand will report lower (a) ad attitude,
(b) brand attitude, and (c) perceived persuasiveness when persuasive intent is
forewarned (vs not forewarned), while such differences will not be evident among
those who have negative or neutral attitudes.
Method
Overview and participants
Several pretests were conducted to select the brand and to develop the stimulus materials.
The research used a real existing brand that was known to the study participants in order to
increase external validity. One hundred and sixty students from a major Mid-Eastern
university in the United States participated in the main experiment for extra credit.
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Selection of brand
The first pretest was conducted to select the brand with two guidelines in mind. First, the
brand has to be well known among the study participants such that they already have
existing attitudes toward the brand. Second, the study participants should have a fairly
wide distribution of attitude scores toward the brand. These two were necessary to
examine the impact of a campaign ad among participants with different levels of attitudes
toward the brand. Based on these guidelines, six brands were initially selected and
subsequently tested on attitudinal dimensions (N ¼ 45). As a result, Wal-Mart was
selected as the brand to be used in the study because of the brand familiarity and a wide
distribution of attitude scores. The attitude scores toward Wal-Mart were widely
distributed among the pretest participants in terms of bad/good (M ¼ 4.91, SD ¼ 1.56),
harmful/beneficial (M ¼ 5.13, SD ¼ 1.55), desirable/undesirable (M ¼ 4.80,
SD ¼ 1.55), and awful/nice (M ¼ 4.80, SD ¼ 1.42) with Cronbach’s alpha of 0.96.
Stimulus ads
Initially 10 emotional stories were selected from several websites and a group of
advertising major students (N ¼ 10) subsequently evaluated the stories for emotional
content. Then, three stories were selected to be used in the study. The stories were edited
to have similar story length (about 450 words) and to fit into a one-page ad.
Additionally, one rational appeal ad containing a story of an energy conserving effort
was developed for comparison purposes. The four test ads (three emotional ads and one
rational appeal ad) contained a headline, an emotional or rational story, and one
paragraph describing the company’s social contribution relevant to the story. The brand
in the pretest ads was an unknown brand to the study participants to avoid any
familiarity effects. The four ads were tested and compared in a pretest (N ¼ 47) using an
eight-item, seven-point Likert type scale (affectionate, concerned, emotional, hopeful,
kind, moved, sentimental, and warmhearted: Cronbach’s a ¼ 0.93), drawn from Edell
and Burke’s (1987) measure of warm feelings. As a result, the ad containing a story
describing a family of four small children celebrating Christmas was selected as the test
ad because it was significantly more emotional than the rational ad ( p , .001), and
because it scored higher than the other emotional ads in terms of Edell and Burke’s
(1987) measure of warm feelings.
Procedure
First, participants were briefed and signed the informed consent prior to conducting the
study. Participants were then informed that they were to participate in two ‘unrelated’
studies and given two booklets. The first booklet, ostensibly disguised as a ‘student
lifestyle survey’ by the Student Housing and Wellness Center, contained the questions
about participants’ existing attitudes toward several brands, including the target brand
Wal-Mart. The first booklet also contained 20 affect intensity questions, which also
served as a distraction task before seeing the stimulus ad. The second booklet
contained the forewarning manipulation message, stimulus ad, and the dependent
variable questions. Half of the participants received the booklet with a forewarning
message, while the other half received the booklet with no forewarning message.
Participants read the message first, then saw the stimulus ad, and finally filled out the
questionnaire.
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Independent variables
In this study, forewarning of persuasive intent was manipulated through a message in the
cover of the second booklet. Participants in the forewarning group read the following
message:
Wal-Mart has been under negative publicity from the mass media for various reasons and, as a
result, the public may have negative attitudes or opinion toward Wal-Mart. The ad you will be
reading in the next page is designed to counter negative images toward Wal-Mart.
On the other hand, participants in no forewarning group read the following message:
You will be reading an ad in the next page. We would like you to normally read the ad as if
you are reading an ad in a magazine or newspaper.
Prior attitude and AI were the two measured independent variables. The first booklet
contained questions for each of these variables. Prior attitude was measured using a
six-item semantic differential scale anchored by good/bad, socially responsible/socially
irresponsible, beneficial/harmful, desirable/undesirable, ethical/unethical, and awful/nice
(a ¼ 0.93). Participants had a fairly wide distribution of attitude scores (M ¼ 28.4,
SD ¼ 8.68) on the target brand, Wal-Mart. Participants were later separated into three
attitude groups (positive, neutral, and negative) based on the attitudinal scores for data
analysis.
AI was measured using a 20-question affect scale (a ¼ 0.92) developed and tested by
Geuens and de Pelsmacker (2002). A median split was used to separate the participants
into low vs high affect intensity groups.
Dependent variables
The study employed four dependent measures. Ad attitude was measured with a three-item,
seven-point semantic differential scale, anchored by I disliked the ad/I liked the ad, I reacted
unfavorably to the ad/I reacted favorably to the ad, and the ad was bad/the ad was good
(a ¼ 0.94), drawn from Holbrook and Batra (1987).Brand attitudewas measured by a four-
item, seven-point semantic differential scale, anchored by good/bad, beneficial/harmful,
desirable/undesirable, and nice/awful (a ¼ 0.92), used by Ahluwalia (2002). Measures of
ambivalence of attitude followed Kaplan’s (1972) technique as used by Ahluwalia et al.
(2000). Respondents were asked to rate on a seven-point scale (not at all, 0, to extremely, 6)
the extent to which they had positive feelings toward the brand and the extent to which they
had negative feelings toward the brand. Ambivalence of attitude was computed by taking
the sum of the positive and negative ratings of the attitude toward the object and then
subtracting the absolute value of the difference between the two scales. This measure of
ambivalence of attitude was proven reliable in prior research (see Kaplan 1972; Ahluwalia
et al. 2000). Finally, perceived persuasiveness of the message was measured with a
four-item, seven-point differential scale, anchored by very weak/very strong, not very
convincing/very convincing, not very powerful/very powerful, and not very persuasive/
very persuasive (a ¼ 0.95), adopted from Gurhan-Canli and Maheswaran (2000).
Results
Results are assessed by a series of 2 (forewarning of persuasive intent: forewarning vs no
forewarning) £ 3 (prior attitudes toward the brand: positive vs neutral vs negative) £ 2
(affect intensity: high vs low) ANOVAs. Forewarning of persuasive intent was a
manipulated between-participant variable and prior attitude toward the brand and AI were
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the measured independent variables. Means and standard deviations are presented in
Tables 1 and 2. ANOVA results are presented in Table 3.
H1 predicted that forewarning of persuasive intent would have a negative impact on
(a) ad attitude, (b) brand attitude, and (c) perceived persuasiveness. Consistent with prior
research (McGuire and Papageorgis 1962; Chen et al. 1992), participants in the
forewarning group reported lower ad attitude, F(1, 148) ¼ 16.56, p , .001, partial
h2 ¼ 0.10, brand attitude, F(1, 148) ¼ 7.31, p , .01, partial h2 ¼ 0.05, and perceived
persuasiveness, F(1, 148) ¼ 4.13, p , .05, partial h2 ¼ 0.03. Thus, H1a, b, and c were
supported.
H2 predicted that AI will interact with forewarning of persuasive intent on (a) ad
attitude, (b) brand attitude, and (c) perceived persuasiveness such that, when persuasive
intent is forewarned, high AI participants would display lower ad attitude, brand attitude
and perceived persuasiveness. ANOVA analyses indicated that the interaction between AI
and forewarning was significant on ad attitude, F(1, 148) ¼ 8.74, p , .01, partial
h2 ¼ 0.06, brand attitude, F(1, 148) ¼ 5.29, p , .05, partial h2 ¼ 0.03, and perceived
persuasiveness, F(1, 148) ¼ 4.71, p , .05, partial h2 ¼ 0.03. Simple effect tests showed
that forewarning of persuasive intent led to lower ad attitude, Mforewarning ¼ 3.97 versus
Mno-forewarning ¼ 5.84, t ¼ 5.37, p , .001, lower brand attitude, Mforewarning ¼ 4.53 versus
Mno-forewarning ¼ 5.75, t ¼ 4.34, p , .001, and lower perceived persuasiveness,
Mforewarning ¼ 4.04 versus Mno-forewarning ¼ 5.26, t ¼ 3.43, p , .01, among high AI
individuals. Such differences, however, were not observed among low AI individuals
(all p values . .05). Thus, H2a, b, and c were supported.
H3 predicted that, when persuasive intent is forewarned (vs when not forewarned),
high AI participants would show significantly more ambivalent attitudes, whereas such
differences are not expected for low AI participants. As predicted, high AI individuals in
forewarning conditions showed more ambivalent attitudes among high AI participants,
F(1, 148) ¼ 6.58, p , .01, partial h2 ¼ 0.04. Simple effect tests showed that forewarning
of persuasive intent led to significantly more ambivalent attitude, Mforewarning ¼ 9.88
versus Mno-forewarning ¼ 6.32, t ¼ 3.64, p , .01, whereas such difference was not observed
among low AI participants (all p . .05). Thus, H3 was supported.
H4 predicted that persuasive intent would interact with prior attitude such that
participants who have positive attitude toward the target brand are likely to have lower (a)
ad attitude, (b) brand attitude, and (c) perceived persuasiveness when persuasive intent is
forewarned, while such differences are not likely among those who have negative or
neutral attitudes. Data analysis results showed that the interaction between forewarning
and prior brand attitude was significant on ad attitude, F(2, 148) ¼ 3.27, p , .05, partial
h2 ¼ 0.04, and on perceived persuasiveness, F(2, 148) ¼ 3.11, p , .05, partial h2 ¼ 0.04.
Post hoc analyses showed that participants who had positive brand attitudes displayed
lower ad attitude, Mforewarning ¼ 4.53 versus Mno-forewarning ¼ 6.28, t ¼ 4.70, p , .01,
brand attitude, Mforewarning ¼ 5.25 versus Mno-forewarning ¼ 6.10, t ¼ 2.74, p , .01,
and perceived persuasiveness, Mforewarning ¼ 4.53 versus Mno-forewarning ¼ 5.60,
t ¼ 3.10, p , .01, when persuasive intent was forewarned than when not forewarned.
However, forewarning of persuasive intent did not make a significant impact among those
who had neutral or negative attitudes toward the target brand across all hypothesized
dependent variables (all p . .05). Thus, H4a, b, and c are supported.
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Conclusion
Discussion and implications
The current research examined the role of ad-induced affect and how it interacted with
forewarning of persuasive intent, prior attitudes, and affect intensity. The current research
adds knowledge to our understanding of emotion in persuasion.
Consistent with prior research in persuasion, this research clearly indicates the negative
impact of forewarning of persuasive intent. Forewarning of persuasive intent of the advertiser
led to lower advertising effectiveness across the dependent variables. Forewarning of
persuasive intent also interacted with prior attitude and AI. For example, participants who had
positive prior attitude toward the target brand displayed favorable reactions to the emotional
ad. However, when participants were warned of the persuasive intent of the message, they
reacted negatively toward the ad. This result implies that forewarning of persuasive intent can
generate resistance to persuasion even among individuals with positive prior brand attitudes
who are expected to have less resistance to persuasion.
Also, high AI individuals evaluated the emotional ad favorably when persuasive intent
was not forewarned. However, high AI individuals evaluated the ad more negatively than
low AI individuals when the persuasive intent was revealed. This result indicates that,
compared to low AI individuals, high AI individuals have high resistance to persuasion on
the affect-inducing ad if the persuasive intent of the advertiser is forewarned.
Forewarning of persuasive intent also interacted with AI on ambivalence. As predicted,
when persuasive intent was forewarned (vs when not forewarned), high AI participants
showed significantly more ambivalent attitudes, whereas such differences were not
observed for low AI participants. This result clearly suggests that high AI individuals can
be more influenced by ad-induced affect than low AI individuals.
The results of the study also indicate that consumers’ existing negative attitudes are
difficult to change with ad-induced affect. Compared to those who had neutral or positive
attitudes, individuals who had negative attitudes toward the target brand were not
influenced by ad-induced affect, regardless of experimental conditions.
Based on the results of the study, practitioners may want to design the persuasive
message in such a way that the persuasive intent is not overtly evident. Although it is
reasonable to assume that consumers would be aware of, at least to some extent, the
persuasive intent of any persuasive message, this study indicates that if consumers are
consciously aware of the persuasive intent during message processing, the effectiveness of
the message can significantly decrease. Along the same lines, this study also suggests that,
Table 3. Effects of persuasive intent, affect intensity, and prior brand attitude.
ANOVA (F-value)
Source Ad attitude
Brand
attitude
Ambivalence
of attitude
Perceived
persuasiveness
FW 16.56*** 7.31** 4.07* 4.13*
AI 0.27 0.39 0.11 0.28
PA 5.16** 14.20*** 8.03*** 4.47*
FW £ AI 8.75** 5.29* 6.58* 4.71*
AI £ PA 0.23 0.08 0.29 0.59
FW £ PA 3.27* 0.57 3.11* 0.43
FW £ AI £ PA 2.37 1.16 3.01* 3.36*
*p , .05; **p , .01; ***p , .001.
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consistent with prior research (Weinberger, Allen, and Dillon 1981), a persuasive effort
directly rebutting or countering negative information may not be effective since in such a
case, consumers would clearly know the persuasive intent in the message. Thus,
companies that are trying to improve image in the market may develop a strategy to reach
out to consumers without revealing the persuasive intent.
The study also confirmed that, depending upon the individual’s affect intensity,
message effectiveness can differ. For practitioners, marketing communication messages
that induce affective feelings may not be appropriate for people with low AI. On the
contrary, affect-inducing ads can positively influence attitudes of people with high AI.
The results further suggest that consumers’ negative attitudes toward the brand or
company can be difficult to change. The ad-induced affect in this study had virtually little
impact among participants with negative attitudes toward the target brand.
Limitations and future research
The study has several limitations. First, in this study a print (magazine) ad was used as the
stimulus material. Print media might not be ideal in terms of stimulating affective feelings,
compared to, for example, radio or television that use audio and/or video. Because print
ads with limited graphics were used in this study, it is possible that some participants may
have been short of generating affective feelings.
Second, participants in this study were college students. It is likely that, compared to
the general public, college students are more aware and critical of business practices by
companies such as Wal-Mart. Accordingly, they may process persuasive messages in a
different manner from the general public. Thus, cautions should be exercised in
interpreting the results.
Third, the current research dealt with a store (Wal-Mart) rather than a product brand.
Consumers’ schema toward a store brand may be different from a product brand because
consumers’ attitudes toward a store brand can be the result of various experiences such as
advertising, store visits, product use, and so on.
Future research may benefit by employing other critical variables such as repetition of
the persuasive message. The impact of affect can differ, depending upon how many times
the consumer is exposed to the emotionally persuasive message. It will be especially
interesting to see if repetition of an emotional ad can change the attitudes of those who
have negative attitudes toward the brand as well as those who have low AI.
Secondly, future research can also benefit by examining the role of product
involvement. For example, past research in persuasive communication (Petty and
Cacioppo 1979; Chen et al. 1992) has shown that resistance to persuasion tends to be high
when product involvement is high. Thus, it is possible that emotional appeals in marketing
communication may have an impact even among consumers who have negative attitudes
toward the brand when the product involvement is low.
Finally, another intriguing avenue would be to examine the differences between
genders. Research generally suggests that females tend to be more influenced by emotional
stimuli. Although not specifically hypothesized in this study, females may respond more
favorably to affect-inducing ads. It would be especially interesting to see if females with
negative attitudes toward the brand were influenced by ad-induced affect.
In conclusion, despite the limitations, the results of the study add knowledge to our
understanding of affective feelings in persuasion. The current research suggests that
practitioners need to understand the role of affect under different conditions to make the
marketing communication more effective.
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